Satiation is the process by which consumers "get tired" of good things. We investigate the role of initial preference or "liking" on the rate of satiation, and find that greater liking leads to faster satiation. In other words, people satiate at a faster rate to products that they initially like more than to products that they initially like less. This is true whether consumers like products because of their own preferences, or because their preferences were experimentally manipulated. Finally, because "liking" is an affective response to a product, we demonstrate that higher liking leads to faster satiation only for hedonic products.
